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TALKING SHOP WITH ESQUIRE 
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In smart homes 
-the world over-the 
after-dinner liqueur 
has been MARTELL’S 
... since 1715 
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BACK STACK WITH ESQUIRE 








Notes on Lite anil Letters 


*w ERNEST HEMINGWAY 

































Kismet 



























































‘ to Lay One’s ] 
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Martha Jean 
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Reflexsliiins On Iggiii'iince 
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The House That Adam Built 






























Tlie Super Bridgers 











Thinks of Beaux 



































From Snow to Slush 
















The Five Soldiers 
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Table Tennis Leaves the Parlor 











The Escape 


by L. A. G. ST1 






Old Soldiers Never Die 















rs'TX 



A Cowboy’s Christmas 











Stop that Man! 

















Old Kadmash Tucker 











A Portrait of Jafsie 

































Bidding You Bon Voyage! 



























































































Life in Reverse 






































































Clowns of the Diamond 
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The Candid Cameraman 

















Esquire’s Five-Minute Shelf 



by ltUUTON RASCOE 

































The Listening Post 
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HIRKEIS ORE 


The Boston Globe 











^gift of j&ingli| wine— 
@wo hundred ^ears old 
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Do You Blame the Shirt Manufacturer When 
Your Shirts Shrink? 
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Ti, ere are tliree different Martinis 

-saasst'srss - 

^MriM H# —- 

MARTINI VERMOUTH 


































TYPICAL CASE HISTORIES 
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CHICAGO ELEVATED ADVERTISING* 

509 So.FRANKLIN ST. • CHICAGO 






















ES41U1KE 


To the EXECUTIVE 

Whose Signature is Required on Advertising Contracts 


How Many Hours Should 
Advertising Work? 



• In the adjustment as between Manufacturing and 
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Selling, it is interesting to consider that Selling has its work-hours and cost-scales 
too. There is this appealing difference: In the latter case, you are dealing with a 
force which you can command at will. Your judgment alone is the ruling factor. 


Recently a business executive outlined his Selling plan as 
follows: a half hour three limes a week, one appearance a 
week in another form, and once a month in a third 
medium. A revealing contrast to the time devoted to that 
other vital part of his business, the Manufacture of the 
producl! 

Each of the selling activities listed by the executive was 
a fraction of his potential VOLUME . . . to say nothing 

Certainly no program of Volume selling can now he con¬ 
sidered adequate without a practical background of 
CONTINUOUS every-dav selling influence, of true 
VOLUME coverage. 

And it is a surprising fact that CONTINUOUS Advertising 
costs less than any other form . . . because it is made 


available by the only medium which is not dependent 
upon advertising for its chief support. The tens of mil¬ 
lions of fares paid daily to the Transportation companies 

These millions of daily riders are your VOLUME 
audience. They are the Earners and their families. 
They represent the sole source of Volume sales. Right 
now the buying power of the nation rests squarely in 
their hands. 

Elsewhere you may reach 'Tractions” of them at higher 
cost, but only in street cars can you reach ALL of them 
at the low cost of Car Advertising. 

How many hours should Advertising work? As many 
hours as are devoted to Manufacturing? More than that 
... as many hours as there is anybody about, day and 
night , every day , every month throughout the year. 

W. S.B. 


STREET RAILWAYS ADVERTISING CO. 

220 WEST 42n«J STREET. NEW YORK 















